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Selecting news headline with brand name from Sina.com, this study is aim to 
classify the content of corporate public opinion. According to the coding and statistic 
results toward 33 different sampled brands, four major conclusions are being drew 
below. 
First, apart side the negative part and a few unclassified content, corporate public 
opinion can be classified with twelve categories, which are capital market, mergers 
and acquisitions, market performance, competition, enterprise cooperation, product 
information, business layout, marketing mix, employee, cooperation responsibility, 
innovation and investment & production. 
Second, public opinion in different product categories has different distributive 
features. In durable consumer goods category, over fifty percent public opinion 
content focuses on product information, while in fast-moving consumer goods 
category, most public opinion message is about marketing mix. 
Third, there is at least on dominated subclass classification in each category. For 
example, purchase information constitutes the majority of the product information 
category, while events are the main part in marketing mix category. 
Fourth, the distribution feature of corporate public opinion is being effected by 
two major factors. One is the brand self-feature that will lead to a stable news release 
mode, another is corporate big events. 
A mixed methodology of both qualitative and quantitative research is employed 
in the study. 
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